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Abstract 
This paper represents an analysis of the concepts of educational marketing and educational market offers in Romania. The paper 
intends to underline the main actors involved on the Romanian educational market and their predilect manners of presenting 
themselves on the market. We present the role of the marketing initiatives in the context of the management of the educational 
institutions, as marketing is an intrinsic component and a function of the institutional marketing. We make a distinction between 
the general marketing and the educationally focused marketing, on the bases of the market segmenting principles, that are 
traditional marketing principles, yet relatively new in the educational field. We present results of a research on the factors that 
lead to decisions in parents or students’ decision in choosing the school, in their relative order of importance. The research 
focused on the analysis of the factors which parents from Romania consider important when choosing a school in comparison 
with the factors recognized worldwide.  
© 2015 The Authors. Published by Elsevier Ltd. 
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1. Paper Rationale 
This paper represents an analysis of the concepts of educational marketing and educational market offers in 
Romania. The educational market of Romania is relatively young and its dynamic tends not to respect the dynamic 
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of the European and global educational market. The paper intends to underline the main actors involved on the 
Romanian educational market and their predilect manners of presenting themselves on the market. In fact, we 
present a part of results of a research on the factors that lead to decisions in parents or students’ decision in choosing 
the school, in their relative order of importance. The research focused on the analysis of the factors which parents 
from Romania consider important when choosing a school in comparison with the factors recognized worldwide. 
The research proves that factors such as: teachers reputation, the results of pupils in school contests, results of the 
external evaluations are more important in Romanian parents decision then factors such as: school location, the 
social success of the graduates, school reputation, extracurricular activities, the success of the success of the schools 
sport teams or the cultural events, which are elements widely taken into consideration on Western European and 
American educational markets. We will present the most relevant educational marketing principles that lead to the 
outlining of a strong and attractive image for the school. From this perspective, the present work will outline the 
importance of a correct definition of school’s mission and vision, which are essential elements in school’s image 
promotion and a decision factor for a potential client.  
2. Paper theoretical foundation and related literature 
AMA Board Approves New Marketing Definition according to which marketing is the process of planning and 
implementing the concept of product or service, of price, promotion and distribution of ideas, goods and services in 
order to initiate exchanges that will satisfy individuals’ and organizations’ objectives. (AMA, 1985)  
In the view of Kotler and Fox, the educational marketing represents the analysis, planning, implementation and 
control of certain programs aiming to ensure the voluntary exchange of values on the targeted market in order to 
reach the institutional objectives. The marketing involves the design and management of educational institution so 
that the needs and expectations of the target group will be met as well as the use of effective means for the 
valorization, communication and distribution of educational products and services for serving, motivating and 
informing the community (Kotler şi Fox, 1995). 
Marketing is a social and managerial process through which the individuals and groups get what they need and 
desire, through the creation and exchange of products and values (AMA, 2008). 
Marketing is an organizational function and in the same time a set of processes for the creation, communication, 
and delivery of values for clients and for maintaining the relationships in the benefice of the organizations and of 
interested parties. This idea is particularly important for educational marketing. This type of marketing aims at 
managing relationships through effective communication between the school and its clients.  
2.1. Typical differences between traditional marketing and educational marketing  
There are certain major differences between the traditional and educational marketing. The first one refers to the 
fact that school, as an institution that offers services is different from a business institution that offers goods. So, 
different types of products are to be marketed. Secondly, the acquisition of the educational services buyer is not 
tangible. As they are not physical products, the educational services are exclusively analyzed through the impression 
they make on the potential client. These services cannot be tried or previewed. The third difference states the fact 
that the educational services may rely upon the reputation of a single person. Parents may choose a school because 
they want to reach a certain primary or secondary school teacher and this may be the only reason for selecting the 
school.  
The forth difference consists of the fact that i tis very difficult to compare the quality of similar educational 
services. Is impossible for a pupil to follow more than one class in paralel, so the real comparision between similar 
services is hardly possible. The comparative analyses are implicitly subjective.   
The fifth difference states a simple fact: The buyer cannot return the educational product once it was chosen and 
consumed. The educational services imply a blind undertaking based on external analyses. 
The last difference we present here refers to the impossibility of repeated consumption of an educational service, 
as one may do with a good or other type of service.  
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2.2. Specific characteristics of the educational marketing  
The specific characteristics of the educational marketing are generated by the very subjective field of education. 
Thus, we mention the the impossibility of making the delimitation between the academic results of the student and 
the performance of the teachers or the quality of the curriculum. In reality, it is difficult to decide what the 
determining factor is. On the other hand, the perisability of the educational services which cannot be repeated once 
they were followed is very relevant here.  
The variability of the educational services from human to human, institution to institution or country to country, 
from a historical period to another represents a similarly important characteristic. There are no two identical 
educational services, even if we think of the same school. Similarly, the same educational services offered repeatedly 
are not identical. From here the heterogeneity of the educational services.  
An interesting feature is the absence of property right. The pupil has no property right for his own formation, as 
he would have for a bought product. 
2.3. The school image 
The school image is structured according to the information the community has and uses regarding the quality 
and quantity of its educational services and products. Mass-media is the main carrier of information gathered directly 
or indirectly, and it contributes to the structuring of the school’s public image.  
School’s image is crystalized at the level of potential clients in their attitudes and behaviors that support or, 
uncontrarily, hinder or have a negative effect on the activity of the educational institution, thus modeling the 
concrete support offered by the community. The direct effects of the image school have may be: the number of 
students, the material and financial support school has from the community the educational impact at the level of 
community.  
The components of the school image are the culture and the climate of the school. The school’s culture represents 
the system of the information, ideologies, values, assumptions, expectations and norms that bring together the 
teachers of the school, that offer a unity and identity for the educational institution (school’s ethos). The climate of 
the school refers to the psycho-social context of the school, the manner the culture is reflected in the attitudes and 
behaviors of the teachers and students.  
The essential elements in the process of school’s public image construction are school’s mission and vision. The 
vision of the school represents the image of what school desires to accomplish on a long term, and the mission 
includes the action directions school takes in order to reach the vision. The mission consists of a set of statements 
(about 50 to 100 words) that reflect school’s rational for existence in a certain educational and community context. It 
is derived from the educational needs identified at the level of society and community and from the common vision 
of different groups represented at the level of school (students, teachers, parents, managers, other representative 
groups from the local community) regarding the way the school institution structures its educational offer. The 
mission explicitly includes the fundamental values promoted and formulates the type of results and performances 
expected through the implementation of school’s project.  
The major function of school’s mission is to orient and provide consistency and coherence to school activity 
around common goals and values. It must have a sense of reality, evidence based and intelligible for all those 
interested; it must be a work guide, connected to the official curriculum requirements, with the quality criteria of 
education, with the management and ethos of the institution. The mission is the declaration of identity school makes 
that must be well known in both the interior and outside the school. 
3. Methodology and Results 
The research hypotheses aims the analysis of the criteria to choose a primary school, a secondary school and a 
high school in Romania and a comparative analysis between the Romanian hierarchy of criteria and the west 
European hierarchy of criteria used in school selection. We assume that there are differences between the Romanian 
hierarchy of criteria and the west European hierarchy of marketing criteria. The results we present here represent the 
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data we collected on the bases of a questionnaire administered to 128 parents with children in primary, secondary 
and high schools. 36 of the participants were parents who were in the process of selecting the high school, 54 were 
registering their children in the secondary school and 38 parents were registering their children in the preparatory 
class. The procedure consisted of answering to a single question: what are the selection criteria you consider when 
choosing the school for your child. The respondents had to mention a minimum of three criteria in order of their 
importance from the most important one to the least important one. In the data processing stage, we decided to 
eliminate the answers directly related to the school level parents were to select, as the subjects were in front of 
selection of different school levels. Parents who were to select the high school placed on the first position the high 
school specialization areas, a criterion that is not mentioned for the primary or secondary school, and, consequently, 
it was excluded from the study. On the bases of the answers we have collected, the school selection criteria include 
on the first place the school’s and teachers’ reputation. The differences between the three categories of parents in 
terms of school selection criteria are presented below in table 1: 
Table 1. School criteria comparison between primary, secondary and high schools. 
Rank  Primary school criteria Secondary school criteria High school criteria 
1 Teacher’s reputation School’s reputation High school specialty 
2 School’s reputation School’s location School’s reputation 
3 School’s location Risk factors School centrality 
 
The results collected are presented below as a combined image of the hierarchy of parents’ options: 
1. School reputation (mainly in secondary school and high school – based on students’ performances on 
external examinations) 87% 
2. Teachers’ reputation (mainly for selection of the primary school) 81% 
3. School’s location (closeness to home, parents’ work place, transportation means) 72% 
4. School’s centrality (preference for central schools) 67% 
5. Risk factors (interest to avoid aggressiveness, violence, drugs) 59% 
6. School’s resource base ( laboratories, specialty classrooms, sport halls, boarding school, kitchen, green areas 
and yards) 46% 
7. School marketing actions, especially through websites 38% 
8. extracurricular/ outdoor activities 18% 
9. school’s architecture 8% 











Fig. 1. Decision making factors in school selection. 
In the following table, we analyzed comparatively the hierarchy of parents in Romania regarding the decision 
factors on school selection and the hierarchy of European parents, as it is presented in the literature (Teelken, 1999):  
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Table 2. First factors in school selection. Comparative analysis between Romanian and European situation 
Rank Decision Making factors in School Selection 
Romanian Priorities 
Decision Making factors in School Selection 
International Priorities 
1. School’s Reputation – Image of the institution (most important in middle 
school and high school) 
Quality of teaching 
2. Teachers’ Reputation – Image of the teachers (most important in pre-
primary and primary school) 
Academic facilities 
3. School Location (closeness to home, closeness to job,  closeness to transport 
facilities) 
Entry requirements 
4. Position of School Against the City Centre (central schools) University acceptance after graduation 
5. Risk Factors (level of aggresivity, violence, drugs)  Location of institution 
6. School heritage (laboratories, sports hall, green yards, cuisine) Image of the institution 
7. School Promotion (websites, posters, leaflets, presentation brochures, direct 
marketing campaigns) 
Sport programs 
8. Extra- curricular activities Flexible study mode 
9. School architecture International relations 
10. Sport programs Results of sports team in various 
championships  
 
The most relevant difference we find between the two hierarchies refers to the fact that Romanian parents 
consider as the most relevant factor for school option are the school’s and teachers’ prestige, closely followed by 
school location and position of the school against the city center, while for the western European parents the most 
important factors are quality of teaching, entry requirements and university acceptance after graduation.  
The correlational analyses show that the school’s and teachers’ reputation correlate with Position of School 
Against the City Centre and Extra- curricular activities. We consider this situation as specific to the Romanian 
educational system where the prestigious schools are usually placed in the center of the city, and parents tend to 
place their children in those schools.  
School location correlates with Risk Factors, in the sense that parents prefer to select the school that is closer to 
home in order to avoid the school specific risks.   
 
Table 3. Correlation between peers of variables. 
Correlation coefficient 
 School’s Reputation, 
Teachers’ Reputation 
School Against the City Centre, 
Extra- curricular activities 
First pair of 
variables 
Pearson correlation coefficient 0,431 
Sig. 0,01 
No of subjects 128 
 School location Risk Factors 
Second pair of 
variables 
Pearson correlation coefficient 0,410 
Sig. 0,01 
No of subjects 128 
 
We used the option „Bivariate Correlation” of SPSS, in order to calculate the correlation coefficient Pearson. 
The value of correlation coefficient we obtained is (+) 0,431, and (+) 0,410, indicating a positive correlation 
between the two sets of variables. In other words, the positive correlation between the scores demonstrates the fact 
that variables are selected in tandem by parents. The majority of parents placed in the top of their preferences 
“School’s Reputation” and „Teachers’ Reputation”, and they placed, in the same top of preference „School Against 
the City Centre” and „Extra- curricular activities”. Situation is the same in case of variable „School location”, we 
identifying a positive correlation with „Risk factors”. 
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4. Discussions and Conclusions 
As a result of the study, we may state the following:  
1. There are differences between the school selection criteria at different levels of selection: primary school, 
secondary school, high school. These differences are rather related with the specific of each school and 
with the concrete actions of marketing school undertake.  
2. There are differences between the selection criteria for the Romanian parents and the hierarchy existing in 
the literature regarding the situation of selection criteria of parents in Europe. We may state that there is a 
specific of the selection criteria in Romania, generated by the conditions of the educational market and 
educational system in Romania.  
3. Specific correlations for the Romanian educational system may be identified, as the correlation between 
teachers’ and school’s reputation and school’s location against the city center, a school that possibly offers 
extracurricular activities, and also between option for a school that is close to home and possibly has 
reduced risk factors.    
4. A tendency of inclusion in the Romanian hierarchy of criteria that are present in the international 
hierarchies is present. Criteria such as „School location” or „Quality of teaching” are present in parents’ 
options. Yet, for the Romanian parents, the school’s and teachers’ reputation seems to bem ore important 
then quality of teaching or the presence of the academic facilities.  
5. The main limit of the study is the fact that it had as a definitory assumption the fact that in Romania parents 
are the ones who select de schools and we did not study pupils’ options.  
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